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The competitive market structure and the ensuing limited window of opportunity have positively 
influenced the high-tech services marketing practitioners to operate on phenomenal levels of efficiency 
for getting the time-to-market reduced. This trend has recently got accumulated by the integrated 
circuits (IC) manufacturing services industry of Taiwan, which is undoubtedly one of the most 
significant contract manufacturing services (CMS) industries of global high-tech market; and it 
comprises of four segments, viz. IC design, IC fabrication, IC packaging, and IC testing. Though all 
these segments presently operate with admirable levels of efficiency, effectiveness, and economy, there 
are several bottlenecks that necessitate careful attention of CMS marketing practi tioners. The 
preliminary study conducted on the Kaohsiung region of Taiwan, which is one of the most visible CMS 
hubs for semiconductor industry, has confirmed the scope for a serious empirical investigation in this 
direction. The specific objectives of the present study therefore include: (i) to understand the potential 
antecedents and consequence to the CMS marketing intent, and (ii) to explain how will they lead to 
positional advantage and firm performance. The theoretical framework evolved through the exploratory 
phase was taken to empirical testing with the support of a carefully designed survey conducted on 32 
senior management representatives (Presidents/CEOs/VPs) of Taiwanese CMS marketing firms. The 
factor analysis results indicated a set of three unique factors that control the performance of CMS 
marketing, viz. top-management-driven internal preparedness, supportive role of external infrastructure, 
and dominant design. The study significantly contributes to the CMS marketing theory and practice. 
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Outsourcing and offshoring activities by both corporations and government agencies in the United 
States have received much coverage in the popular press as well as attention from researchers in 
marketing, management and economics (Aeppel, 2004; Bhagwati, 1984; Bhagwati et al., 2004; Dorgan, 
2006; Koku 2009).  Much of the research efforts, perhaps for the right reasons, have been directed at 
blue-collar jobs in manufacturing sector and lower level clerical jobs at call centers and the like. 
Because of the erroneous assumption that professionals such as doctors, engin ers and accountants are 
immune to outsourcing, very limited research efforts have been directed at studying the professional 
services with respect to outsourcing.  The recent recession experienced in the United States and many 
Western economies has, however, poked a hole in the assumption that professionals in the United 
States are immune to outsourcing. This study therefore examines outsourcing practices in three of the 
major professional services in the U.S. - accounting, medicine, and law.  It concludes that far from 
being isolated cases, offshoring and outsourcing of professional services in the U.S. are more than 
thought.  The study also develops a normative framework and a contingency model that should not 
only guide decision makers on whether to outsource/offshore, but also help those who are engaged in 
the three professions to evaluate the likelihood that their jobs could be outsourced.  It also offers a 
detailed discussion of the legal implications of outsourcing/offshoring of professional services that 
could be of benefit the practitioner.  
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More is Not Always Better; The Pivotal Role of 
Desire for Control in Affecting Service Attitudes 
and Behavior 
Many marketers and academics assume that customers always want control of the 
service experience and benefit (perceive value) from having more control (Namasivayam 
and Mount, 2006). However, empirical support for this assumption is limited. 
The study proposes that beneficial effects will occur if the opportunity and capacity for 
control are aligned with desire for control. Conflicting control beliefs –on the other hand- 
will have a detrimental effect. The research question is: (How) does desire for control 
affect customer attitudes and behavior? To answer the research question, we conducted 
an experiment in a service context. We developed and produced 8 different video clips 
in which opportunity, capacity and desire for control were manipulated in a scenario. 379 
students participated in the experiment. The results were analyzed with Man(c)ova. 
The study demonstrates that the effect of capacity and opportunity for control is not 
always positive because the effect depends on desire for control. Customers having the 
desired level of opportunity and capacity for control are most satisfied (with self, the 
service provider, service process and service outcome); customers having more 
opportunity a d cap city for control than desired are less atisfied and customers having 
less opportunity and capacity f r control than d sired are le st satisfied. Furthermore, 
consistency with desire also increases the st ength of positive behavioral intentions (like 
loyalty and p sitive word f mouth) d conflict with desir  increases the strength of 
negative behavioral intentions (like complaining and switching).  
The main theoretical conclusion of this study is therefore that more control is not always 
better: it is better w n it is desired, but se when it is not desi d. The managerial 
implication is that the customer should be given the opportunity to choose not to 
exercise control.  
This study demo strates that th  effect of opportunity and capacity for control in services 
is conditional and more complex than previously assumed. 
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